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The Positive Story for 
Your Newspapers Today

Suburban Newspapers of America 
Classified Advertising Conference 

Presented by Larry Maynard
November 10, 2010

(C) 2010 - Larry Maynard

Each of our products has many strengths, though 
some of us may have lost sight of them
Though it is evolving, the foundation of our business 
is very strong 
Our goal today is to review what we do very well, 
and certainly better than anyone else

(C) 2010 - Larry Maynard
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For Your Advertisers and Readers 
Your newspaper and online products have:

The strongest brand equity in your markets 
The longest and strongest relationships with advertisers in your
markets
The most local, regional and national advertising of any sales 
channel 
The longest and strongest track record of proven performance 
for advertisers of any sales channel 
The most local and regional news of any information channel 
Audited, verified audience reach 
For many of you, your websites have more traffic than any 
other in your market 

No other media comes close!(C) 2010 - Larry Maynard

Yet here’s an interesting question 
What perception of the newspaper industry:

Do your advertisers have?
Do your readers have? 
Do you have?  

How can we better communicate what is real and 
what is perception? 

(C) 2010 - Larry Maynard
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The Reported Imminent Demise of the 
Newspaper Industry

How long has our industry been hearing this?
First reported in the 1930’s with the advent of radio
Then reported in the 1950’s with the launch of broadcast television
In the 1980’s with the expansion of cable TV
In the 1990’s when we welcomed the internet
In the past three years Linked In, Facebook, My Space, Twitter 
AND … something new is being developed today as we speak

Yet newspapers continue to be successful businesses (though 
admittedly not as successful as in recent years)

You think your competition has increased?
In 1980 the average U.S. home received 4 TV channels
Today the average U.S. home receives more than 125 TV channels

(C) 2010 - Larry Maynard

The Reported Imminent Demise of the 
Newspaper Industry

I strongly believe our demise is not forthcoming!
More than 50 million consumers make a conscious 
decision to purchase a newspaper every Saturday/Sunday
Every week more than 400 million people decide to 
purchase a daily or weekly newspaper
Each week millions more anxiously await delivery of their 
free newspaper
And to those who say everyone is getting their 
information from the Internet – 61% of adults who used 
the Internet in September 2010 visited a newspaper 
website

(C) 2010 - Larry Maynard
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The Reported Imminent Demise of 
the Newspaper Industry

Let’s say your newspaper’s circulation is 20,000 (or 50,000, 
or 250,000)

Question:  how many of your local businesses would love to sell 
20,000 (or 50,000, or 250,000) of whatever it is they sell to their 
customers today … and tomorrow … and the next day?

There is no other consumer/provider relationship of this 
magnitude … for any product or service … throughout 
history

(C) 2010 - Larry Maynard

Our New Approach – For Readers
News from newspapers (print and online) 

2010 NAA research study shows local newspaper websites rank first 
among all online sources for:

Trustworthiness and credibility for news
The most trusted source for online advertising 

Newspaper remain the ‘opt in’ choice
If a consumer misses a TV or radio newscast, do they call to 
complain?
If a TV or radio newscast isn’t given, or is pre-empted, do consumers 
call to complain?
What happens if your newspaper isn’t delivered?  They call.  
And if someone does call what do we do?  We deliver another copy. 

Now there’s a value statement that no other 
medium can claim!(C) 2010 - Larry Maynard
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Our New Approach – For Advertisers 
What’s the perception of what newspaper print and online 
Classified offers to businesses and consumers today:

Recruitment 
Do you still run ads?  
Do you know how many ads you average in a week, or a month? 
You very likely run more local recruitment ads than anyone else,
often more than all other competitors combined!  
Every try to search Monster, Hot Jobs?  Not much local there. 

Real Estate for sale and rental
Do you still run ads?  
Do you know how many ads you average in a week, or a month? 
You very likely run more local real estate for sale and for rent
ads than anyone else, often more than all competitors combined!

(C) 2010 - Larry Maynard

Our New Approach – For Advertisers 
Automotive 

Do you still run ads?  
Do you know how many ads you average in a week, or a month? 
You very likely run more local vehicle for sale ads than anyone 
else, often more than all other competitors combined!

Private party 
Do you still run ads?  Garage sale, merchandise for sale, pets for 
sale, looking for services, etc.   
Do you know how many ads you average in a week, or a month? 
You very likely run more local private party ads than anyone 
else, often more than all other competitors combined!

(C) 2010 - Larry Maynard
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In Closing
Like many industries

Newspapers are being challenged to improve their 
products and services at unprecedented levels
Some newspaper companies have been severely punished 
for what became poor financial business decisions 

However, unlike many industries 
Newspapers continue to sell hundreds of millions of their 
product – every week
Newspaper credibility is not being questioned
Newspaper customer loyalty is unmatched for:

Readers
Advertisers 

(C) 2010 - Larry Maynard

In Closing
Every newspaper has value in some areas that 
exceeds it’s competitors 
We’re in the reporting, story telling business 
Your newspaper has a great story to tell – about 
itself!
Your Classified products have a great story to tell –
about themselves!
With some relatively simple changes in how we 
view ourselves, and in turn market ourselves, we can 
significantly improve the perception of our products 
and in turn our success results (C) 2010 - Larry Maynard
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How to Improve Your 
Recruitment Packaging, 

Positioning and Sales Results

Suburban Newspapers of America

Classified Advertising Conference  

Presented by Larry Maynard – November 11, 2010

The History of the 
Recruitment Category

• Newspapers were ‘the source’ to connect employers 
with candidates 

• Until a few years ago newspapers were the only 
advertising channel to do so 

• In most cases recruitment ads were the ‘most valuable 
space in the paper’, i.e. the highest rate and most 
profit

• Advertisers were pro‐active
• They found the newspaper on their own
• The figured out the need and value on their own 

• Volume varied by local need, the unemployment rate, 
etc. but by and large the ads continued to come 

(C) 2010 ‐ Larry Maynard
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The State of the 
Recruitment Category Today 

• Newspapers are no longer viewed as the only source 
to connect employers with candidates 

• In some cases newspapers are no longer viewed as 
the primary source 
• The Internet in general
• Online competitors
• A company’s own website 

• The ads are no longer coming in on their own
• Advertisers are no longer figuring out the 
newspaper’s value on their own 

• Passive newspapers are still waiting for ads to 
arrive 

(C) 2010 ‐ Larry Maynard

The State of the 
Recruitment Category Today 

• How much has competition grown?

• Company‐owned websites
• Factories, hospitals, insurance companies, etc. 

• Online 
• Monster, Career Builder, Yahoo Hot Jobs

• Walmart.com, SnagaJob.com, SimplyHired.com

• Craigslist
• Some of these have problems

• Majority of ads are out of market

• Credibility and quality of ads (see Craigslist recent issues)

• They offer no local connection – your job listings 
match local businesses with local candidates

(C) 2010 ‐ Larry Maynard
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The State of the 
Recruitment Category Today 

• Why have the online competitors grown?  
• By aggressively marketing 
• By pro‐actively creating ‘the perception of their value’

• Why have they successfully taken business away 
from newspapers?
• Primarily due to the absence of a strong, pro‐active 
newspaper sales effort 

• Without a strong newspaper relationship base 
• They created the perception of needs the newspapers didn’t fill 
• And then positioned themselves to fill the needs they created  

• By not aggressively marketing and selling, newspapers 
allowed that void to exist

(C) 2010 ‐ Larry Maynard

What’s the 
Online Recruitment Reality?

• According to the Suburban Newspaper Assn./Borrell
Associates ‘Recruitment Outlook 2009’ report 
• Newspaper Recruitment revenues will bottom out in 2009 and 

start to grow in 2010
• Several potential large job categories exist today
• 22.1 million people said they plan to job search in 2009

• 16.9 million (76%) have internet access
• Only 9.1 million (54%) said they will use the internet to job search

• 13 million active job seekers will not use the internet 
• Though hiring is down, more than 3.7 million openings are 

expected in 2009
• The report has great information and is available free to 

SNA members, $395 for non‐members, at:
– www.suburban‐news.org/Resources/Research.aspx

(C) 2010 ‐ Larry Maynard
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How Do Many Newspapers Handle 
Recruitment Ads Today

• For local companies with hiring needs
• ‘Everyone knows our paper’

• ‘Everyone who has a position to fill will call us’

• For out‐of‐market agencies
• ‘They’ll find us’

• ‘They’ll figure out what our value is to their client’

If you’re still waiting for the ads to arrive, 
how’s that working out for you today? 

(C) 2010 ‐ Larry Maynard

Don’t Worry!

• All is not lost
• You are in control of the next chapter of this story
• Just because you haven’t done some things so far 
doesn’t mean you can’t start doing them better 
today

• The steps you take today will:
• Result in increased sales results (i.e. lower declines) in the 

near future
• Improve your position to succeed with potential advertisers 

and agencies when the economy improves 
• If you wait until things get better it will be too late!

(C) 2010 ‐ Larry Maynard
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How to be More Successful in Today’s 
Recruitment Environment

• Approach Recruitment as you would any other revenue 
category

• Create sales and marketing materials specific to the recruitment
category

• Rate cards – many newspapers:
• Make recruitment a small element of a large rate card
• Have print, TMC, online and other rates listed in different areas 

• Don’t expect potential advertisers to sort through an 8 or 12 page rate 
card, find the recruitment rates, and understand them

• They don’t need to be overwhelmed or impressed, they just want the 
information they need to make a buying decision 

• The most successful sales efforts (see Monster, Hot Jobs, Careerbuilder, etc.) 
clearly lead the advertiser to the story they want them to hear 

• You can do the same by creating a clear, concise media kit focused on 
recruitment 
• Make it clear and simple!

(C) 2010 ‐ Larry Maynard

(C) 2010 ‐ Larry Maynard
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(C) 2010 ‐ Larry Maynard

How to be More Successful in Today’s 
Recruitment Environment

• Make sure you’re handling in‐bound calls to 
generate the most revenue
• Most papers handle in‐bound recruitment calls the same 

as private party ads (garage sales, pets, etc.)
• Recruitment packages are more complicated and 

challenging to sell
• Various packages of print, online, TMC, etc. 
• Third‐party partners
• Premium positions, top job up‐sells
• Rates are usually higher than private party 

• The most successful papers have one or more advisors 
dedicated as ‘Recruitment Specialists’

(C) 2010 ‐ Larry Maynard
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How to be More Successful in Today’s 
Recruitment Environment

• Dedicate outside sales assets to develop the revenue
• Successful newspapers today manage Recruitment 
the same as any other key revenue category
• There are ads out there waiting to be sold
• With an assigned sales rep – your Recruitment Specialist 

• Calling on large and mid‐size local companies 
• Preparing packages for smaller companies to be mailed, emailed, 

hand‐delivered, etc. 
• Developing relationships with accounts and agencies 
• Building a contact base 
• Identifying current and potential opportunities 
• Positioning the paper for immediate and future success 

(C) 2010 ‐ Larry Maynard

How to be More Successful in Today’s 
Recruitment Environment

• Develop a sales action plan
• Local accounts

• Secure a list of companies in your market with # of employees 
(from chamber, local gov’t., etc.)

• Identify active and inactive recruitment advertisers 

• # of insertions, inches and revenue by month if available 
• Get reports for previous 36 months if available

• Summarize by each 12 month period (equal to one year) 
• Looking at past 12 months only gives part of the story due 
to declines, need to research farther back to identify 
broader potential

(C) 2010 ‐ Larry Maynard
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How to be More Successful in Today’s 
Recruitment Environment

• Agencies
• Secure a list of recruitment agencies, include those you:

• Currently do business with
• Have done business with in the past
• Have yet to do business with
• Resources include the NAA, SNA, Agency Redbook, other 
newspapers your company owns, newspapers your company 
doesn’t own, etc.

• The Recruitment agency sales process is similar to selling National 
advertising

• You may not sell an ad on the call
• You must make sure they have your information and are 
familiar with your products for when a buying needs arises 

• Never assume they will find you or understand your 
value 

(C) 2010 ‐ Larry Maynard

Third Party Partnerships

• Finally, consider whether a third party partnership 
makes sense for your needs

• Possible partnerships include, but are not limited to:
• The Job Network

• Monster

• CareerBuilder

• Yahoo

• Customized multi‐newspaper networks (co‐owned, papers 
in your area, papers contiguous to your market, etc.) 

(C) 2010 ‐ Larry Maynard
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What did we learn today?

• Recruitment continues to be a very valuable 
advertising revenue stream, at a high profit margin

• The category has become much more competitive

• Newspapers have allowed competitors to create the 
perception of their higher value and results

• Research shows about half of the people searching 
for a job use the internet to do so – this is the 
perception, not the reality!

• You have the power and ability to take back control 
of this important advertising category 

(C) 2010 ‐ Larry Maynard

What did we learn today?

• The Recruitment category must be approached and 
worked like any other category

• Sales opportunities exist, immediate and long term, 
but must be pro‐actively sought out and earned

• You must much more aggressively promote and sell 
our products with a clear, concise sales message 
unique to this category 

• If you expect advertisers to find you, to figure out 
what your value is to them, to figure out your rate 
cards and promotional materials, you will continue 
to see the same results you see today (C) 2010 ‐ Larry Maynard
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Success Story:
Giant Job Sections 
In a Terrible Market

Positioned our products as the 
best local resource for recruiters 
and job candidates in Las Vegas, 
and added key features such as 
job fairs & job seeker workshops

The Result:

Five times this 
year we produced 
large special jobs 
sections despite 
15% local 
unemployment
Sections 
translated into 
Spanish online 
and reprinted in 
standalone Jobs 
Today Weekly
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Success Story:
Seek New Services

With rentals hot, we sought a 
way to help landlords while 
generating additional dollars 
from each listing

The Result?

For The Landlord
A new way to find 
qualified tenants

For Tenants
Saves time and 
money by only 
looking at 
properties they 
qualify for

Our Site
New service that 
differentiates our 
product from the 
competition
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More Best Practices for 
Revenue Generation

Create new markets 
by launching new 
niche sites
Niche sites can 
reach fast-growing 
or underserved 
market segments, 
which allows you to 
target your 
competition before 
they target you

Connecting with real estate clients across Chicagoland and NW Indiana

Sun-Times Media Presentation

36

CST Marketing 
110510v1

December 9, 2010

ANDY WALTER
Manager
Advertising Sales
312.321.3064 (office)
312.714.9464 (cell)
awalter@suntimes.com
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Market Wants

• Individual agent branding
– Turning back towards traditional print plus unique online opportunities 

• Exclusivity
– Premium ad positions in print and online

• Inexpensive and cost effective programs

• For online advertising, unique programs 

• SEO (Search Engine Optimization) to promote the agent and their own website’s

CST Marketing 
110510v1

37

Finding Solutions to Those Market Wants

CST Marketing 
110510v1

38

Partnership with BlockShopper.com
Who is BlockShopper? 

Founded in 2006, BlockShopper is a local news and market data service.
It is a website that is the ultimate hyper-local real estate research tool. 
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BlockShopper- Sample Information on a Property

CST Marketing 
110510v1

39

BlockShopper- Real Estate Market Data

CST Marketing 
110510v1

40
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Opportunities and Benefits From Partnership – Print

CST Marketing 
110510v1

41

Premium Position Display Ads on the BlockShopper print page
Benefits to the advertisers:
•Exclusivity
•Adjacent to desired local content
Results:
•Mainly purchased by Real Estate Agents to brand themselves
•Other categories purchasing are builders, home  improvement,
insurance agents

Listing News Releases on the BlockShopper print page
Benefits to the advertisers:
•Exclusivity
•Adjacent to desired local content
•Unique
•Editorial feel
•Simple- no work for the agent
•Runs online for additional exposure and SEO improvement

Opportunities and Benefits From Partnership – Online

CST Marketing 
110510v1

42

Market Expert 
Benefits to advertisers:
•Exclusivity
•Simple- automatic, no work for agent
•Individual agent branding
•Inexpensive

Results:
•We sell based on markets that we 
categorized into A, B, and C tiers
•We sell in 3 month, 6 month, and 12 
month increments 
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Opportunities and Benefits From Partnership – Online

CST Marketing 
110510v1

43

Active Agent 
Benefits to advertisers:
•Simple- they login and make notes
•Unique
•Individual agent branding
•SEO improvement 

Sales Results With BlockShopper Partnership

CST Marketing 
110510v1

44

The print sales and online sales have been very successful. 

Print: 
-We started with a test in 10 papers. After 9 weeks, we expanded into 25 papers. We 
almost sell them out on a weekly basis. 

Online:
-We launched the online packages three months ago and have been successful selling 
Market Expert and Active Agent programs to many individual agents. 

Variable cost structure. 
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Thank You!

45

CST Marketing 
110510v1

BlockShopper Contact: Brian Timpone brian@blockshopper.com

Sun-Times Media Contact: Andy Walter awalter@suntimes.com

TURNING THE TABLES ON 

PRIVATE PARTY

Bill Casey, Suburban Life Newspapers
Deb Weller, York Region Group, Metroland 
Beverly Crandon, Metroland Digital November 12, 2010
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Private Party
47

Turning the Tables on Private Party                             November 12, 2010

Turning the tables on private party requires more

Private Party
48

Turning the tables on private party requires more 
Brand Awareness
Structure
Prospecting
Revenue Generating Ideas
CUSAT

Turning the Tables on Private Party                             November 12, 2010
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SHOW ME THE MONEY: 
REVENUE-GENERATION 
BEST PRACTICES

Rebecca Bradner – Stephens Media

Bev Crandon – Metroland Media

Craig Besant – Gatehouse Media

Moderator: Tony Lee – Adicio Inc.

SUCCESS STORY:
EMBRACE FREE & UPSELL EVERYTHING

Changed our online classifieds model for 
homes, cars & general merchandise from 
fee-based, print-only ads to free with 
lots of upsells



SNA Webinar: 2010 Classified Conference Wrap-Up

12/09/2010 26

The Result:

Ad count up 89%
Pageviews up 
135%
Online classified 
revenue now 
surpassing level 
when ads were fee-
based
Jobs next…


